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3. Method 
Table 1. Demographic Breakdown of Study Participants (N = 331) 
 N Percent 
Non-Student Participants (N = 161)   
  Gender  
      Male 55 34.2 
     Female 104 64.6 
     Missing 2 1.2 
  Race  
      Hispanic or Latino 12 7.5 
     African American/Black 5 3.1 
     Asian 0 0 
     Native American/Alaskan 1 0.6 
     Middle Eastern 1 0.6 
     Pacific Islander 0 0 
     Caucasian 139 86.3 
     Other 2 1.2 
     Missing 1 0.6 
Student Participants (N = 170)   
  Gender   
     Male 55 32.4 
     Female 115 67.6 
  Race   
     Hispanic or Latino 37 21.8 
     African American/Black 38 22.4 
     Asian 39 22.9 
     Native American/Alaskan 0 0 
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     Middle Eastern 6 3.5 
     Pacific Islander 1 0.6 
     Caucasian 39 22.9 
     Other 8 4.7 
     Missing 2 1.2 
Note. Average Age of Non-Student Participants = 43.7 (SD = 13.54). Average Age of Student Participants = 22.8 
(SD = 6.09) 
3.1. Part One 
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3.2. Part Two 
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Table 2. Descriptive Statistics of Survey Measures 
 Films Included in the Study 
 Captain 
America 
Belle Neighbors Bears Sabotage 
 M SD M SD M SD M SD M SD 
Cognitive Grats.           
  Learn & experience  
    new things 
.25 3.19 1.98 3.25 -.70 3.84 2.51 3.41 -.45 3.42 
  Learn about oneself .18 3.60 1.43 3.29 -.55 3.98 -.03 3.65 -.75 3.73 
  Thought provoking  
    experience 
.20 3.94 2.74 3.71 -1.78 4.17 2.06 3.55 -.89 4.08 
  Sum – Exp. Value .64 9.26 6.19 8.40 -3.04 10.4 4.58 7.59 -2.1 9.71 
Affective Grats.           
  Have a good time 3.63 4.20 2.45 4.15 2.15 5.24 2.30 4.17 1.52 4.69 
  Be affected  
    emotionally 
2.17 4.37 3.32 4.29 -.31 5.32 2.63 4.39 .66 4.80 
  Exciting visuals &  
    sounds 
3.33 3.67 .97 3.44 -.47 4.32 2.35 3.71 2.20 3.93 
  Sum – Exp. Value 9.13 10.2 6.78 9.81 1.34 12.5 7.27 10.1 4.36 11.2 
Great Ex. Grats.           
  Familiar actors or  
    actresses 
1.85 3.83 .15 3.80 1.43 4.03 -.84 4.48 1.33 3.56 
  Familiar story or  
    characters 
2.22 3.75 .01 4.00 -.57 4.62 -1.19 4.40 -.34 4.15 
  Sum – Exp. Value 4.08 6.33 .16 6.47 .86 7.36 -2.09 7.51 .97 6.16 
Subjective Norm           
  Spouse/Partner 1.45 4.03 .20 4.13 .38 4.64 .61 4.02 .63 4.26 
  Closest Friend .64 3.24 .24 3.49 .32 4.14 .40 3.48 .39 3.53 
  Family .51 3.39 .36 3.25 .66 3.79 .44 3.43 .66 3.41 
  Social Group .04 3.17 .32 2.98 .05 3.73 .54 3.16 -.04 3.28 
  Coworkers or  
    Classmates 
-.45 3.40 .41 2.92 -.09 3.90 .79 3.22 .37 3.26 
  Sum – Exp. Value 2.28 12.12 1.60 11.27 1.36 14.6 2.73 12.0 1.98 12.6 
Dependent Variable           
  Theatrical Intention 4.32 2.00 3.17 1.75 3.62 1.96 3.00 1.75 3.02 1.74 
P.B.C.           
  Theater 4.82 1.62         
  Home 5.75 1.42         
Satisfaction           
  Theater 5.14 1.04         
  Home 5.65 1.02         
Note. Grats. = Gratifications, Exp. = Expectancy, Ex. = Expectations, P.B.C. = Perceived Behavioral Control
4. Results 
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Table 3. Summary of Hierarchical Regression Analysis for Variables Predicting Theatrical 
Attendance for Captain America (N = 309) 
 Step 1 Step 2 Step 3 
Variables B SE B β  B SE B β B SE B β 







 PBC - Theater .17 .07 .14* .14 .08 .11 .11 .07 .09 
 PBC - Home -.15 .08 -.11 -.11 .09 -.08 -.15 .08 -.11* 
Block 2 
          Satisfaction - Theater       .26 .11 .14* .02 .10 .01 
 Satisfaction - Home 
   
-.14 .12 -.07 -.23 .11 -.12* 
Block 3             
    Cognitive Gratif.             .01 .01 .05 
 Affective Gratif.       .08 .01 .41+ 
 Great Ex. Gratif.       .03 .02 .08 
 Subjective Norm       .01 .01 .07 
Note. PBC = Perceived Behavioral Control, Gratif. = Gratifications, Ex. = Expectations. 
Step 1: R2 = .02, F (2, 307) = 3.38, p < .05.  
Step 2: ΔR2 = .02, ΔF (2, 305) = 2.81, p > .05.   
Step 3: ΔR2 = .22, ΔF (4, 301) = 22.21, p < .001.  
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Table 4. Summary of Hierarchical Regression Analysis for Variables Predicting Theatrical 
Attendance for Belle (N = 311) 
 Step 1 Step 2 Step 3 
Variables B SE B β  B SE B β B SE B β 







 PBC - Theater .15 .06 .15* .12 .06 .12* .12 .06 .12* 
 PBC - Home -.28 .07 -.23+ -.24 .07 -.20** -.20 .07 -.16** 
Block 2 
          Satisfaction - Theater 
   
.17 .10 .11 .12 .10 .07 
 Satisfaction - Home 
   
-.18 .10 -.11 -.17 .10 -.10 
Block 3 
          Cognitive Gratif. 
      
.01 .02 .06 
 Affective Gratif.       .03 .01 .17* 
 Great Ex. Gratif.       .03 .02 .10 
 Subjective Norm       .01 .01 .09 
Note. PBC = Perceived Behavioral Control, Gratif. = Gratifications, Ex. = Expectations. 
Step 1: R2 = .05, F (2, 309) = 8.39, p < .001.  
Step 2: ΔR2 = .02, ΔF (2, 307) = 2.58, p > .05.   
Step 3: ΔR2 = .08, ΔF (4, 303) = 6.90, p < .001.  
*p < .05, **p < .01, +p < .001. 
 
 
Table 5. Summary of Hierarchical Regression Analysis for Variables Predicting Theatrical 
Attendance for Neighbors (N = 306) 
 Step 1 Step 2 Step 3 
Variables B SE B β  B SE B β B SE B β 







 PBC - Theater .19 .07 .15* .15 .07 .12* .14 .06 .12* 
 PBC - Home -.17 .08 -.13* -.10 .08 -.07 -.15 .07 -.11* 
Block 2 
          Satisfaction - Theater 
   
.25 .11 .13* .22 .09 .11* 
 Satisfaction - Home 
   
-.36 .12 -.19** -.25 .10 -.13* 
Block 3 
          Cognitive Gratif. 
      
.01 .01 .05 
 Affective Gratif.       .06 .01 .39+ 
 Great Ex. Gratif.       .05 .02 .18** 
 Subjective Norm       -.01 .01 -.03 
Note. PBC = Perceived Behavioral Control, Gratif. = Gratifications, Ex. = Expectations 
Step 1: R2 = .03, F (2, 304) = 4.16, p < .05.  
Step 2: ΔR2 = .04, ΔF (2, 302) = 5.92, p < .01.   
Step 3: ΔR2 = .30, ΔF (4, 298) = 34.37, p < .001.  
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Table 6. Summary of Hierarchical Regression Analysis for Variables Predicting Theatrical 
Attendance for Bears (N = 310) 
 Step 1 Step 2 Step 3 
Variables B SE B β  B SE B β B SE B β 







 PBC - Theater .21 .06 .19** .17 .07 .16** .19 .06 .18** 
 PBC - Home -.16 .07 -.13* -.11 .08 -.09 -.07 .07 -.06 
Block 2 
          Satisfaction - Theater 
   
.24 .10 .14* .21 .09 .12* 
 Satisfaction - Home 
   
-.20 .11 -.11 -.25 .10 -.14* 
Block 3 
          Cognitive Gratif. 
      
.002 .02 .01 
 Affective Gratif.       .05 .01 .30+ 
 Great Ex. Gratif.       .04 .01 .17** 
 Subjective Norm       .01 .01 .04 
Note. PBC = Perceived Behavioral Control, Gratif. = Gratifications, Ex. = Expectations 
Step 1: R2 = .04, F (2, 308) = 5.99, p < .01.  
Step 2: ΔR2 = .02, ΔF (2, 306) = 3.81, p < .05.   
Step 3: ΔR2 = .14, ΔF (4, 302) = 12.77, p < .001.  
*p < .05, **p < .01, +p < .001. 
 
 
Table 7. Summary of Hierarchical Regression Analysis for Variables Predicting Theatrical 
Attendance for Sabotage (N = 307) 
 Step 1 Step 2 Step 3 
Variables B SE B β  B SE B β B SE B β 







 PBC - Theater .24 .06 .23+ .21 .06 .19** .17 .06 .16** 
 PBC - Home -.24 .07 -.20** -.19 .07 -.16** -.22 .07 -.18** 
Block 2 
          Satisfaction - Theater 
   
.25 .10 .15** .22 .09 .13* 
 Satisfaction - Home 
   
-.14 .10 -.08 -.12 .09 -.07 
Block 3 
          Cognitive Gratif. 
      
.03 .01 .15* 
 Affective Gratif.       .02 .01 .15* 
 Great Ex. Gratif.       .05 .02 .19** 
 Subjective Norm       .01 .01 .05 
Note. PBC = Perceived Behavioral Control, Gratif. = Gratifications, Ex. = Expectations 
Step 1: R2 = .06, F (2, 305) = 9.64, p < .001.  
Step 2: ΔR2 = .02, ΔF (2, 303) = 3.76, p < .05.   
Step 3: ΔR2 = .15, ΔF (4, 299) = 14.42, p < .001.  
*p < .05, **p < .01, +p < .001. 
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Table 8. Results of Hypothesis Testing by Film 
  Films Included in the Study 
 Hypothesis Captain 
America 
Belle Neighbors Bears Sabotage 
H1 Theatrical viewing intention will be predicted 
by a film’s gratification expectancy. 
 
Yes Yes Yes Yes Yes 
H2 Affective gratification seeking will be a 
better predictor than cognitive gratification 
seeking of a film’s theatrical viewing 
intention. 
 
Yes Yes Yes Yes Yes 
H3 Theatrical viewing intention will be predicted 
by a film’s subjective norms. 
 
No No No No No 
H4a Theatrical viewing intention will be predicted 
by perceived behavioral control with 
theatrical viewing. 
 
No Yes Yes Yes Yes 
H4b Theatrical viewing intention will be predicted 
by negative perceived behavioral control 
with home viewing. 
 
Yes Yes Yes No Yes 
H5a Theatrical viewing intention will be predicted 
by satisfaction level with an individual’s 
theater experience. 
 
No No Yes Yes Yes 
H5b Theatrical viewing intention will be predicted 
by negative satisfaction level with an 
individual’s home viewing. 
 
Yes No Yes Yes No 
Note. Yes = Regression results support the hypothesis. No = Regression results do not support the hypothesis. 
5. Discussion  
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